Following the rapid development of the Internet, e-commerce websites are widely used today for various goals. An essential point in the prosperity of these websites is their level of usability. Accordingly, measuring this usability is indispensable for these websites to check whether they are moving in the right path. Thus, in this article, the usability scores of five well-known online food-ordering websites in Iran have been evaluated using a novel fuzzy Kano method with respect to design parameters. In addition to assessing usability scores, the design parameters of these websites have been classified and reviewed in a detailed manner in order to determine the design priorities of these websites as one of the main results of this study. Data were gathered using a questionnaire with 190 respondents. Results demonstrated that Snappfood is the best online food-ordering website in Iran. In addition, sorting restaurants based on customer satisfaction score, using high-quality images of foods along with the image zooming feature, and the existence of complete information about foods and restaurants are the most effective and important design parameters of these types of websites according to the findings of this study.
usability of a product is indispensable to ensuring that it works properly based on the determined targets and does not create any trouble for customers during the consumption period. In fact, the main goal of these evaluations is to examine the bond between the customers and the product to understand whether customers are able to learn and apply it for reaching their goals (Davis & Jiang, 2016) . On the other hand, these days around the world a considerable number of people are using online food ordering websites to order their meals that this trend necessitates a more accurate investigation of these types of websites. Moreover, to date almost no study has evaluated the usability nor identified the major design parameters of these websites. Hence, this study aims to evaluate the usability of some well-known and successful online food-ordering websites (startups) in Iran according to customers' demands (regarding design parameters) and a new method which is a combination of Kano model and fuzzy sets. Generally, this research attempts to answer the following questions: -Based on the customers' expectations, what features should be considered for designing a usable online food ordering website? -Based on the customers' expectations, what features are not necessary and should not be considered for designing a usable online food ordering website?
Ultimately, this article is structured as follows: A summary of startups' condition in Iran and the studies pertaining to usability and website usability are presented in the literature review Section. Then the methodology of research which is based on traditional Kano model and fuzzy sets is described. Implementation, results, discussion, managerial implications, and conclusion are presented in the final sections.
Startups in Iran
Hart (2012) defines a startup as "a company or a human institution that is built on different branches and that spontaneously arises the condition of extreme uncertainty, has at its core innovation to create products and services which they wish revolutionize the market". Startups play pivotal roles in today's competitive markets. The founders of these startups are usually young people who own novel and creative ideas and embrace the related risks for generating a new business to revive the economy of a country. Although the idea behind a startup could be a game changer, their survival is not guaranteed since the market of startups is an uncertain market. Remaining creative and innovative, not only about providing products and services but also in the management of the company, are other challenges that startups are encountered (Moroni, Arruda, & Araujo, 2015) . Over the last decade and due to the development of Internet infrastructure, startups in Iran have commenced their activity and are flourishing considerably. Some famous startups in Iran are Digikala (an online retailer similar to Amazon) and Sheypoor (a customer-to-customer marketplace similar to eBay). However, in this study, we have focused on five startups (Chilivery, Reyhoon, Snappfood, Changal, and Delino) which are active in online food-ordering market.
Website Usability
Generally speaking, website usability is defined as the extent to which it is straightforward to work with a website. A substantial number of studies are conducted to assess the usability of different websites by various methods. The majority of past studies mainly focused on websites pertaining to healthcare, government, universities, and libraries. Verkijika and De Wet (2018) evaluated the governmental websites of 31 African countries. Based on some usability characteristics, namely online services, user help, navigation, legitimacy, information architecture, the authors concluded that the studied websites had an unacceptable level of usability, with the average score of 36.2% and the best score of 64.8%. Along with usability, the credibility of some e-government websites was evaluated in some studies, with results showing a positive relationship between these two factors (Huang & Benyoucef, 2014) . Also, Karaim and Inal (2019) employed heuristic evaluation and studied the usability and accessibility of some governmental websites of Libya. Surprisingly, results demonstrated that these websites had several fundamental usability problems. In the area of academic websites, an overwhelming number of studies have been conducted so far. In one of the most recent studies of this kind, Manzoor, Hussain, Sohaib, Hussain, and Alkhalaf (2019) analyzed the usability of different university websites in various countries and applied six usability metrics, including layout, simplicity, navigation, organization, communication, and content. Eventually, they found that the evaluated websites were not able to meet students' demands regarding usability standards. Moreover, Roy, Pattnaik, and Mall (2014) utilized two evaluation methods, the first one based on a questionnaire and the second one based on performance, to measure the usability of three academic websites. They used the WAMMI questionnaire and the Remote Usability testing technique for evaluations. Related to the area of education and academia, some researchers analyzed the usability of a university's website from a novel aspect. For example, Menzi-Çetin, Alemdağ, Tüzün, and Yıldız (2017) aimed to make the usage of a university website more convenient for students with disabilities (weak eyesight).
To this end, first they interviewed six students with weak eyesight to grasp which website they desired to use and subsequently performed the usability test. Finally, they provided some tips for ameliorating the usability and design of the university website under study to make it more applicable for the noted group of students. Several studies have been conducted in the domain of healthcare. In one study, the usability of Obamacare website was evaluated according to some usability dimensions such as home page, hardware and software, scrolling, screen, and user experience. Researchers also provided useful tips for assessing the usability of different websites, particularly healthcare websites (Venkatesh, Hoehle, & Aljafari, 2017) . In another study, the usability of a relevant website was measured by increasing the tendency of amphetamine consumers for using online remedy. Participants in this study were both health experts and amphetamine consumers and supplied valuable information about the usability of websites and improvement areas (Hirakis, Casey, & Clough, 2017) . Aside from the aforementioned areas, some researchers concentrated on the usability evaluation of B2C websites. Studies in this area include the assessment of the usability of a well-known e-commerce website in Portugal incorporating visually handicapped users (Gonçalves, Rocha, Martins, Branco, & Au-Yong-Oliveira, 2018) , evaluation of four e-commerce websites in Turkey along with employing a novel method for evaluation (Ilbahar & Cebi, 2017) , and assessment of the usability of B2C websites in China (Li & Li, 2011) . To sum up, the issue of website usability and its evaluation has extensively been studied by previous researchers. However, the usability assessment of online food-ordering websites has been neglected by previous studies which is the main goal of this study. Besides, in this study, the priorities pertaining to the design of online food-ordering websites will be delineated.
Kano Model and Fuzzy Set Theory
Traditionally, previous scholars considered a linear relationship between the fulfillments of quality characteristics and customer satisfaction (Violante & Vezzetti, 2017) . Along with the challenges and arguments related to this assumption, KANO (1984) proposed a two-dimensional nonlinear model for the classification of product features (Fig. 1 ). In this model, the horizontal axis depicts the level of fulfillment of an attribute and the vertical axis shows the level of customer satisfaction. The questionnaire of Kano model incorporates two types of questions: functional questions (when an attribute is present) and dysfunctional questions (when an attribute is absent) regarding each attribute of the product or service. Respondents should answer questions based on these options: 1) like, 2) must be, 3) neutral, 4) live-with, and 5) dislike. Subsequently, according to the responses of the customers and by applying the Kano evaluation table (Table 1 ), each quality attribute will be classified into one of the following categories:
• Must-be (M): While the absence of this attribute induces considerable dissatisfaction, its presence does not enhance customer satisfaction since customers believe this type of attribute is an inseparable feature of a product and its presence is indispensable.
• One-dimensional (O): If an attribute in this category is not fulfilled, it causes dissatisfaction and its presence results in satisfaction proportionally. In fact, the better this attribute is fulfilled, the more satisfied the customers will be.
• Attractive (A): Although lack of fulfillment of attractive attributes does not generate dissatisfaction, their fulfillment creates dramatic customer satisfaction.
• Reverse (R): Attributes in this category should be removed from a service or product immediately as their presence causes dissatisfaction.
• Indifferent (I): The existence or non-existence of this kind of attribute does not affect customer satisfaction or dissatisfaction.
• Questionable (Q): This parameter shows that either the respondent has provided an illogical answer or the question has been explained in a vague manner.
Hence, in order to increase customer satisfaction, ''M'' should be fulfilled undoubtedly; ''O'' should be presented in the best way; and in today's competitive world of businesses applying ''A'' is an excellent strategy to beat other rivals. In addition, since ''R'' generates customer dissatisfaction, it should be evaded, and in order to curb costs, ''I'' should be removed (Lin, Yeh, & Wang, 2015) .
For the first time, Klir and Yuan (1996) introduced the fuzzy set theory to address the ambiguity of human thought. In the literature, fuzzy sets and Kano model have been amalgamated (Ilbahar & Cebi, 2017) . In one study, Florez-Lopez and Ramon-Jeronimo (2012) submitted a model, including Kano model and fuzzy sets, to manage the logistics of customer service more properly. Moreover, Wang (2013) applied the fuzzy Kano model to identify product attributes in order to satisfy customers in the scope of designing a new product. 
when k is odora.com) to identify designers g 48 items n this fact he Internet public and or the first embers) to liability of , 10.4% of and 7.5% 4.5% were m different and 18.4% connect to ", and "by more than lared their functional bsequently, embership number of the center to (9), the cording to plying the 
Results
In this study, the usability of five well-known online food-ordering websites named Snappfood, Reyhoon, Chilivery, Delino, and Changal, was evaluated according to a novel fuzzy Kano method. Based on Table 6 , Snappfood has the highest usability score (22.09) , showing that this website is the best online food-ordering website in Iran. Snappfood is followed by, surprisingly, both Reyhoon and Chilivery with the same usability score of 10.09, followed by Delino and Changal, both with the usability score of 7.09. On the other hand, according to Table 5 , the presence and absence of some parameters have the highest impact on the usability scores of websites. For example, while the presence of parameters such as "sorting restaurants based on customer satisfaction score", and "availability of customer comments", "existence of food score", and "accessibility of website through different browsers" positively affect the usability of websites, the absence of parameters such as "using high-quality images of foods along with the image-zooming feature", "existence of complete information about foods and restaurants", and "possibility to register pre-order" negatively affect the usability of online food-ordering websites. In introduction section two questions were asked that according to the results, answers are provided here. For designing a usable online food ordering website, the following features should be taken into high consideration:
-Possibility to register pre-order 
Discussion and Managerial Implications
As mentioned in Results section, some parameters have specific impacts, positive or negative, on the usability score of websites. First, they strongly prefer to use an online food-ordering website which sorts restaurants based on customer satisfaction scores. Second, accessing the comments of other customers is of utmost importance to users. In addition, customers tend to include the scores of various types of foods in their decision-making process and prefer to access the website through different browsers. Moreover, users prefer to choose websites that provide high-quality images of foods equipped with the zooming feature as well as comprehensive information about foods and restaurants. One feature which is thrilling for customers is the availability of registering pre-order that except for one website (Snappfood), was neglected by all websites. Building upon these discussions, in the next sections we suggest some managerial implications for each website to ameliorate their designs. 1. Results showed that customers welcome the possibility of registering pre-order. Although Snappfood has this option at its primary levels, it would be relevant for this website to develop this characteristic more seriously, for instance, offering the registration of pre-order for longer periods, namely monthly and annually.
2. Besides, as an innovation, the managers of this website can generate the option of "comparing restaurants with one another".
3. Finally, results demonstrate that some features and options such as "sorting restaurants according to their type" and "sorting restaurants according to food type" are neutral (i.e. their presence or absence does not have any impact on website usability). Therefore, in order to improve website performance and speed, these features can be removed.
4 .2 Chilivery (https://www.chilivery.com) Chilivery has gained the second position in the ranking of this article. Similar to Snappfood, this website has several effective and valuable design characteristics. Nevertheless, some suggestions for improvement are presented here. First, the "existence of food score" parameter has a significant effect on customer satisfaction, a feature this website lacks. Besides, some customers like to pay the fees by cash. Unfortunately, online payment is the exclusive payment method on this website. Moreover, adding the feature of comparing restaurants with one another and preparing the system of registering pre-order could be innovative ideas in the design of this website. Finally, like Snappfood, this website can improve its speed by removing some neutral design parameters such as "sorting restaurants according to their type" and "sorting restaurants according to food type".
Reyhoon (https://www.reyhoon.com)
Similar to Chilivery, Reyhoon gained rank two. Although Reyhoon owns almost all design parameters with high presence scores, there is a paucity of parameters whose absence can reduce the usability of the website. Based on the results, customers tend to use websites that provide vivid and high-quality images of foods. In addition to the high quality of images, the availability of zooming feature is absolutely important for them, features which are unfortunately absent on Reyhoon website. In fact, on this website, some foods do not have images and the unavailability of image zooming has significantly affected its usability score. Other obvious points about Reyhoon are the absence of online support and payment by cash that have decreased its score. Finally, removing neutral parameters, namely "sorting restaurants according to their type" and "sorting restaurants according to food type" are recommended for website speed improvement. With respect to generating innovative ideas Reyhoon has two options:
1. Creating an option to compare the characteristics of two restaurants 2. Adding the option of registering pre-order
Delino (https://www.delino.com)
This website, along with Changal, received the third rank. One fundamental problem in this website which has a negative impact on its usability score is the absence of food images. In addition to the lack of zooming option, most foods in this website do not have images which is detrimental to its usability score. "Existence of food score" and "sorting restaurants based on customer satisfaction score" are parameters which are absent in Delino.
To enhance its usability from the perspective of design, it would be most advisable for the managers of this website to take these parameters into account in the redesigning process. Similar to previous websites, adding "possibility to register pre-order" and "comparing restaurants with each one another" are suggested as innovative ideas.
Changal (https://www.changal.com)
The condition of this website is similar to that of Delino, both in ranking and missed parameters. The following suggestions are provided for boosting the usability score of this website:
1. Creating an option for customers to score different foods 2. Generating the availability of sorting restaurants based on customer satisfaction score 3. Using high-quality images of foods along with the image-zooming feature 4.Considering parameters such as "possibility to register pre-order" and "comparing restaurants with one another" as innovative ideas for redesigning in addition to removing neutral parameters
Conclusion
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International Journal of Business and Management Vol. 14, No. 10; 2019 In the era of online shopping, the issue of website usability is highly important for e-commerce websites, especially from the perspective of design. Although previous studies have examined website usability according to various parameters, few have investigated it in terms of design parameters. In this study, by applying a method proposed by Ilbahar and Cebi (2017) which is the amalgamation of Kano model and fuzzy sets, the design parameters of five famous online food-ordering websites titled Snappfood, Chilivery, Reyhoon, Delino, and Changal were identified and classified in order to evaluate the usability score of these websites. Results revealed that the presence of some parameters such as "sorting restaurants based on customer satisfaction score" and "availability of the comments of customers" have significant effects on usability score. By contrast, the absence of parameters such as "using high-quality images of foods along with the image-zooming feature" and "existence of complete information about foods and restaurants" have detrimental impacts on usability score. Eventually, Snappfood was identified as the best online food-ordering website, followed by Chilivery and Reyhoon (both ranking second) and Changal and Delino (both ranking third). After determining the design deficiencies of these websites using the proposed approach, some practical recommendations for improvement were offered. One of the most important findings of this study is the introduction and identification of neutral parameters whose presence or absence does not have any impact on website usability (Tables 4 and 5). By glancing over these websites, it is obvious that they are filled with a substantial number of options and characteristics that only weaken the overall performance and speed of the website. Based on the results of this study, these features are almost useless and customers do not show any tendency to use them. Accordingly, an approach to raise both the performance and the usability of websites would be removing these parameters as much as possible and Instead, managers can utilize this potential for formulating innovative ideas. Generally, the results have provided two main guidelines for the managers of these websites:
1. Improving and concentrating on features which have the highest presence or the lowest absence scores. For example, in this study feature Availability of customer comments has the highest presence score, while feature Possibility to register pre-order has one of the lowest absence scores.
2. Removing features which customers are apathetic about in order to enhance the overall website performance However, this study has some limitations which can be ameliorated by future research. First, the number of participants can be increased in order to have a more accurate understanding about the perceptions of the public. Moreover, other aspects of usability criterion such as navigation, ease of use, and readability can be considered to assess the usability scores of online food-ordering websites by employing the proposed model. Furthermore, this approach can be utilized for other types of websites as well as the mobile applications of food ordering companies. Eventually, performing this research on websites which are globally active, including Foodpanda and Delivery Hero would be a thrilling suggestion for future scholars. Accordingly, the managers of these types of websites will be able to identify design priorities and redesign their websites based on the real expectations of customers in different countries.
